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Business Forecast Meeting 
Sell-Side 
June 24th, 2019 

Narrative 
Calendar 
Sell side BFM one sheeter 
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Agenda 
Global Ads Performance Review Finance 

Sell side Performance Review Chris 

Growth & Adoption Metrics Chris 

Deep Dive Questions: Apps P-Staff 

Deep Dive Questions: PG P-Staff 

Top Product Asks Chris 

Appendix 
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Deep Dive Discussion: PG 

Since last review (Aug 2018) PG growing but headwinds involved in jump-starting PG at scale 

0 PG sellside growing at-85% YOY but pacing -20% below target of EOY goal $897M 

0 Difficulties proving product value relative to price (buy & sell) as compared lo tag-reservations 

0 Continued systemic challenges w/ agency business model lin1itations 

Buy/Sell side: 

• What is the level of commitment to working with agencies and publishers to re- make the 
existing reservation market: what initiatives are planned to dose the gap in each region and what 
are the main blockers seeing in each region? Has the inclusion of PG in 0VIP enabled a faster 
adoption across media agencies? 

Google 

PG Q2 SteerCo 
Deals offsite 
Review of PG Go to market plan 

YTD Softness driven by lower spend of large auto advs (GM, 
Renault) and food/beverage (Mondelez, Starbucks). Pubs 
most affected Cox, Entrepreneur Media, Globe & Mail. 
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Deep Dive Discussion: How do we get PG to $1 B? 
 








 ~nd on Ac!Manage, 
(buy/ael Side) 

Authorized buyef'S Spend on AdMenager 
(sell a1de) 

Buy side Sell Side 

C~ outs • 02•19 v. s tapping an extremely high growth quarter In 0218 
(assoc ated to Srand Safety) 

• Earty PG adopters  growth across Auto Buyers. 
• Largest hlstonc growth contributor  FIAT drtvrng sottnos-s 

Clue to charge  In agency 

• Forecast is front end loaded contributng to lag vs target 
• EMEA end AMS softness  due to drop In demand (automotive 

campaigns lower vfac-o & Googe mkt spend fewer CPO deals) dnd 
pubs refuctan to shift upfront video commtments to PG due .o cost 

• APAC On track. 

Closo tho 
gap pl:ln 

diversifying  

 from IPG to Starcom 

• Increased locus on agencies to accelerate  growth  
• Acqui re oow customers based oft Campaign Manager 

opportunity 

• Launch PG scorecard & update pub profiles for  RFPs 
• Pilot internal Knowledgebase (YAQS) to increase sharing  
• Ensure 100% PG adoption of rOpps 02 review rate & pitch rate. 
• Detailed  Joint buy/sell dose the gap plan (EMEA), 
• Serviceability   gTech Bread & Butter project  to drive CPO. 

Product • Acnleve feature parity through Makegoods, Custom Creatives support. improved workflow and access to premium video Inventory 
• ShoWcase PG value In DV360 UI. Launch Adv Ffeq 

PG Q2 SteerCo 
Deals offsite 

Hypothesis of "why is PG not growing": 

a) Cannibalization -> looking at global numbers it is inconclusive. However, 
anecdotal feedback of the new york times transferring QA into pg for EMEA users 
due to GOPR. If cannibalization is happening it is in specific pockets of inventory. 

Analysis: distribution of PG CPMs, if closer to QA CPMs could conclude 
certain amount of cannibalization happening 

b) Product readiness -> "unless adv can buy all direct through PG they will not 
move" 

custom creatives just launched 
DVC can be approved on a partner by partner level (to confirm by eow by 
should be the case) 
rich media support and discovery - is this one left and preventing the move 
of budgets? 
serviceability -> has gotten better but still issue 

c) Org dynamics with agencies -> asymmetry of information, if value e)dsts this 
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should be solved. 

d) Lack of value -> flexible pricing (pubs asked by advs to lower the pricing) 
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Deep Dive Discussion: Apps 

Apps is one of the key levers of sell side growth expected to reach -8B  (41% y/y) by the end of 2019; Gaming 
specifically forecasted to reach $3.2508 (47% y/y). 

Sell side: 

• When Ad Mob or Ad Manger Is the mediation platform. Google demand has fair access to Inventory and Is optimally 
positioned  to win. What strategies are you focusing on to grow the revenue on platform from 28%? What challenges 
and learnings have there been so far? As It relates to larger apps with proprietery ad servers. has Ad Connector 
(Yavin) proven to be an option to gain access to the pubs Inventory? 

Buy side: 

• -19% of Google Ads (non-UAC) and - 13% of DV3 spend fa Is to our app network. With a $15-25b addressable 
opportunity. and growing user time In apps, what  are your plans to Increase spend on apps Inventory from non-UAC 
demand? 

• We are excluding UAC from this discussion  the  sales teams are unable to action increased network spend via UAC. UAC. 

Google  
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EMEA pipeline source: 
https://docs.google.com/spreadsheets/d/1 PmMH2eNjFupk8JtJZgKGektRKeOWmO7i 
LuYmft34 1 o/edit#gid=0 
APAC pipeline source: 
https://docs.google.com/spreadsheets/d/135r7uzEDinbK8HHZFUrg5I5 yE8Oml499V 
wjWvNAStw/edit?ts=Sceba497#gid=639338210 
NA pipeline source: https://docs.google.com/spreadsheets/d/1 YEiGDB Ld Ui54T-
5elqsQ7H 1 Sm7sUoyh9I4iRjBCcY/edit#gid=0 

HIGHLY CONFIDENTIAL GOOG-DOJ-14436587 



 






















































 



 







   


UAC - UAC 101 
Agnostic and most of the growth has landed in youtube - is there any product 
development missing on the sell side? 

Google ads - Plan ahead: 
1) Completed the apps control deprecation in January. This increased share of GOA apps 
revenue from 26% to 33% and increased % of GOA budget available to app from 58% to 
82%. - goldmine 
2) Currently investigating performance fixes to mCPC and eCPC in order to remove 
throttling on those bid strategies. 
3) Investigating deprecation of 'Games' content exclusion (applies exclusively to mobile 
games). 
4) Investigating deprecation or migration of App Categories. 
5) Kicked off initiatives to improve quality of traffic for GOA in App via App-First Formats 
and App-First Targeting models. 

DV360 app strategy & activation plan . 

3P -

Network Bidding pipeline -

https://docs.google.com/spreadsheets/d/1O4 dm7vldnGXwrChlUylnXHZIVkdxGsCJZedM 

1 t6cS8/edit?urp=gmail link#gid=84277 4972 
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Bid Flattening Comms doc-

https://docs.google.com/ document/ d/ 1 TpgsmOBwXxaFk0wa3Hgwko­

LMy8HXyYGo88PGsBzmnA/ edit 

Rewarded Video comms doc - https://docs.google.com/ document/d/ 1 CMR UF-
lsvTnB1 omK0TuWPa9bKfYKnJ7IoKgPxZS xE/ edit 

regarding native - checking on timing with Eng. On FAN: 

https://docs.google.com/ document/ d/ 1 g8Hi9BHQtm5JcnIZicFrlNrOts5a5VrN9W9hvioJn4 

E/edit?ts=SccbJ b93 
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[Apps/PG] BFM Overview (06/12/2019) 
    



Highllghts & key call outs: 

• Penetration Metrics· 
- Web breadth at 85% In LPS 
o Apps highly competitive (32% 

OPG) 
Good progress on video at 53% 

• Product adoptJon metrics: 
PG: Revenue growth sufficient. 
but depth metric (PG imps as % of 
total reservations imps) lagging 
as tag reservations con1inue to 
grow 

o Exch. Bidding and Gaming 
breadth growing strongly. 

HIGHLY CONFIDENTIAL 

For GTM Leads; 
(1) Thats Is potentlallycontroverslal that GTM Leads should be aware of? 

• PG value prop relative to price polnts Is not ciear for adv/pubs. 
resulting In slow adoption. Coordinated efforts to push PG across 
buy/sell required. 

• Apps plattorm adoption growth Is slow In face of competitive 
envlronn,ent. Driving AdMob platform nips remains a sell-side sales 
priority, even as we await delivery of Open Bidding with FAN demand. 
Little progress done with top app players via demand-product (with 
possible need to tweak product/policy). 

(ii) What would you hke GTM Leads to provide Input on specifically? 
• Prepare senior sales stakeholders for discussion on coordinated 

cross runctional regional plans to increase apps spend (buy) and 
platform adoption (sell side) and push flip of tags to PG (buy/sell) u /sell . 
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2018 priority OKRs to drive platform access: (70+ fl ips from Top 1000 pubs; 1000+ SoV 
optimizations) - OPG only OKR 

HIGHLY CONFIDENTIAL GOOG-DOJ-14436600 



 


 


     

   
   






  

 

      



  










  

 
    
  








 




  





 


Sandra 
Source: https://docs.google.com/spreadsheets/d/1T9vyRhe59ESVB3wm51 EONBt­
zgY1zRlfFlwRJOtfqgU/edit#gid=881369511 
Explaining Chart 

1 . Mkt Oppty = all traffic w/ assumption on #ads/page based on historic ratios 
2. Add'ble = Excluding FB, porn, etc. 
3. Access= On our platform (AdSense or DRX) 
4 . See= We compete (so primarily excluding direct (ETC =) 
5. Win= Won impressions. 

Q119 supporting notes: 
• driven by PV growth in APAC and AMP sites (ampproject.org) 

• APAC growth in addressable market concentrated in some sites: pixiv .net, 
livedoor.jp, syosetu.com, rakuten.co.jp (Japan), tribunnews.com (SEA) 

• Domain ampproject.org drives 3.5ppt of the 7 .8% y/y growth of addressable 
market. That domain consolidates queries from AMP sites 

• Top gainers / losers (avito.ru , Dailymail.co.uk, coolmath-games.com) on 
access share (access share defined as the % of estimated ad impressions 
that Google accesses either via DRX or AFC) 

Notes from Tim on Header Bidding: 
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HB's share of overall Ad Manager impressions is stable - in or around the 7 to 8% of 
overall impressions served mark. NA still has the largest penetration although is 
actually in decline. 

Amazon are still the biggest grower, and Rubicon are making efforts to step up their 
HB game, but all in all we're at a comfortable point when it comes to HB. We expect 
some movements once we fully migrate to 1 P and UPRs from late July. 

Q418 supporting notes: 
• Addressable market growth accelerated vs. Q3'18: we have only seen 

acceleration in APAC - driven by Japan and somewhat concentrated (see Ii.st 
of top 100 sites -
https://docs.google.com/spreadsheets/d/1 B1 S9xYbPNWXFD6TiFHViAwWS4 
gUykXOo-MsufBUQ4so/edit#gid=0) This is to some extent correlated with 
AFC/AdX web query acceleration seen in Japan in Q4'18 

Total DFP web queries grew a little under 11 % Y/Y, with all regions growing more 
than 6% and APAC and LATAM growing the fastest. The main driver of total query 
growth was on queries where AdX competed (16% Y/Y), while non-competed-for 
queries grew around 1 % Y/Y. For AdX competed queries, growth was driven by QA 
(contributing to 55% of the growth), followed by Third Party EB (18%). Third Party EB 
and PG were the fastest growing, both above 100% Y/Y. Within AdX QA, about 36% 
of the competed-for queries were EB eligible in Q4 2018 versus 16% in Q4 2017. 

PG 
• Programmatic G'Teed: 81 % y/y growth, but trailing aggressive target. 

Performance below target driven by buy-side weakness (a few large auto 
clients slowing down PG spend) 

o Globally the partnerships teams are working with buy-side counter 
parts to activate use of pipes from large buyers/agencies. If demand 
does not ramp, pubs will have less incentive to move inventory into this 
deal type, so working closely with buy-side. 

o Additional resource from us not unlocking more, need to drive the 
narrative with LCS Advertisers and/or their Agencies 

AMP 
■ AMP revenue parity split between QA and Reservations. Ads revenue 

on AMP in QA enviroment exceeds that of non-AMP, while reservatiion 
revenue on AMP pages are roughly half that of a non-AMP page 

■ QPG teams also have specific QKR to increase the % of ads queries 
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that originate from AMP pages 
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Zach 
Revenue: 
https://dasnav.corp.google.com/dnskv23s/#chart type=bar chart&dimensions- quota 

product:0&display tvpe=bar display&end=2019-04-
01 T00:00:00&granularity=day&growth=true&page=attainment&shift=P1 Y&start=2019 
-01-01 T00:00:00&view=default 
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Julie 
- dark blue are current opp - assume monetization rate under 100% (level we think 
there is today based on todays mont rates which is an estimate) 
- lite blue if all domains were monetizing at their full potential (ie all video playbacks 
have 1 ad) - lite blue= mont 100% 
- access is everything that goes through platform (GAM) or adx 
- see is what we compete for 

For performance section: 
Top line from go/gpnav* (same results as in zember@ trix) & last OBR. Next two bullets from 
this dasnav view & data here. 

Commentary on top video partners -
• For CBS Interactive it was all about Q4 PG spend when looking at video growth ... PG 

grew from $1.4M in Q3 to $5.1 M in Q4 2018. And when looking at y/y for Q4 ... PG 
again grew from $1.7M in Q4 2017 to $5.1 M in Q4 2018. 

• Pandora: Launched programmatic video support to GA in June 2018 and really scaled 
in Q3 and Q4 of this year, with PG Video being the main driver of growth. 

• Spotify. Similar to CBS, the core of Spotify's video growth was centered around 
doubling down on PG video. They also launched PG Audio in Q4, which generally gets 
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lumped into their video numbers. 
• Warner Media: 

o Turner leveraging PG through Direct VAST Calls - PG revenue increased from 
$600k in Q3 to $2.5 MM in Q4 and saw strong YoY growth as well from $50k 
in Q4 2017. 

o Seasonality for The CW. CW airs new content in 04 (their shows are in hiatus 
all of Q3 and we don't see much activity). CW recorded strong YoY growth in 
Q4 led by PG. PG grew 600% YoY in Q4 from $1 SOk in 2017 to $1 .1 MM in 
2018. 

Draft for Bruno: XY% of the potentially addressable impressions opportunity sits on domains not 
considered "premium" (not broadcasters like X, Y and Z) 
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Apps Platform adoption 

Rev. on 
platform Platform depth 

Sales Top Pipeline 

# of targets Opportunity Testing Flipped 

All $335.SM 27.74% 103 1710 32 16 
OPG AMR $378M 2266% 30 280 10 3 

OPG EMEA $97 7M 29 06% 33 553 15 3 

OPG APAC S165 6M 2826% 40 877 7 9 

Google 

EMEA pipeline source: 
https://docs.google.com/spreadsheets/d/1 PmMH2eNjFupk8JtJZgKGektRKeOWmO7i 
LuYmft34 1 o/edit#gid=0 
APAC pipeline source: 
https://docs.google.com/spreadsheets/d/135r7uzEDinbK8HHZFUrg5I5 yE8Oml499V 
wjWvNAStw/edit?ts=Sceba497#gid=639338210 
NA pipeline source: https://docs.google.com/spreadsheets/d/1 YEiGDB Ld Ui54T-
5elqsQ7H 1 Sm7sUoyh9I4iRjBCcY/edit#gid=0 
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Advertiser Breadth 
1,794 total PG advertisers on DV360 

(Display) 1,325 PG advertisers 
(Video) 927 PG advertisers 

Below are revenue weighted breadth metrics, the EXACT calculation is DV360 

revenue for pubs with PG / Total DV360 revenue 
PG Breadth - 63% 
Video- 54% 

Display - 55% 

Notes: 
• This is NOT an apples to apples comparison to the Sell-Side Breadth metric 

because it is looking at Dv360 revenue, not direct reservation stats from DCM 
• Video is video ads NOT instream video inventory, and Display is just display 

ads on any environment 
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Status of Additional Product Asks on PG from Sales 
Legend 

Committed 
Not yet committed 

Feature Parity with Reservations 
Feature Buy /Sell/Both Timing Committed 

Creative level targeting Sell  Hl Launched 

Post-bid brand safety blocks ~ Buy H2  Yes 

Makegoods Both H2 Yes 

CPM Sponsorships Both  H2 No 
Rich media - Reporting Buy H2 No 
User roles User roles Buy H2 No 
Master companion setup Both H2 No 

Upfronts support  Both H2 No 
Makegoods with bonus impressions Both H2 No 

Non DFP Video inventory access Both H2 No 

Workflow to prevent improper pausing of deal Both H2 No 

CPD Sponsorship for Authorized Buyers  Sell H2 No 
Custom Creatives post-GA requests) Both H2 No 

Features Improve Usability and Serviceability 
Feature Buy/Sell /Both  Timing Committed  

Creative Configuration transparency  Buy Hl Yes 

Des sync/seller API PGX  Buy Hl Yes 
Troubleshooter improvements  Buy H2 Yes  

Pre-flight testing Sell Hl Yes 

ATPs blocking deals in LI troubleshoots Sell Hl Yes 

Prevent bad Inventory targeting Buy Hl Yes 

Prevent bad inventory marketing Buy H2 No 

Feature creating exclusive PG value 
Feature Buy/Sell/Both Timing Committed 
Expose value added metrics in reporting spam 

Viewability 2-way fcap Both H1 Yes 
Brand lift for PG  Both H1 Yes 

PG with Freq Management Both H1 Yes 

PG with 3rd party lists Buy  H1 Launched 

PGX Launch 2 SSPs Buy H1 
 

Launched 

PG with Google Affinity and Demo data Sell H1 Yes 

 Expose value-added metrics in Reporting CCO Form  Buy H2 Yes 

Expose value added metrics UI, spam viewability   
way fcap Buy H2 Yes 
PGX Leuncn 2 more SsPs Buy H2 No 

Recommending  PG Inventory ~ Buy H2 No  
vCPM Counting/Billing Sell H2 No 

Customer match Sell H2 No 

~ Publisher Profile Improvements Sell  H2 No 

features Buildlng for Video Publishers and Broadcasters 
Feature Buy /Sell/Both  Timing Committed 
Preview/ test creatives before go-live Sell H1 Yes  

TV consent bundles in marketplace Sell  H1 Yes 

Improve quality of metadata in AdCreative Review  Sell H2 NO 

HIGHLY CONFIDENTIAL 
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Cannibalization would be highly unlikely 

Third 
party 
buyers 

GDN 

18 

3 48(·) • 
OA(20%) 

4 96 

0 4B 
PG (10% DBM 6 7% 3P) 

168 t-----.. Tag based (2%) 

Any budgets mcMng from OA lo PG would be highly 
unlikely due to the fol 'owmg reasons 

• Efforts required to make and maintain direct 
connections 

::: Deals sourcing PG requires a 
salesforce 

Deals mg need to set up an 0<der 
for each PG vs one time sel up for 
OA 

• Supply and demand dynamics 

e PG CPMS higher than OA and 
hence targeting ddrerent adveruser 
budgets 

• Google s GTM Strategy 

::: Ideal state for buyeri;. Is deos1on,ng 
Oil 8\ery ImpressIon (hence tags • 
> PG -> OA) 

• Google's product Strategy 

e Safety features only available only 
on OA (as PG allows buyer/sen 

freedom) 50 
Conlid n·wl and Propnet..1ry 
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